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分别为 162 家与 124 家。但是属于 43.4%非百强企业也有众多是知名企业或者实
力雄厚的企业。在参与联合的品牌数量上，双品牌联合的数量有 119 对，占总数
的 91.5%；三品牌联合的数量有 7对，占总数的 5.4%，而多品牌联合的数量只有
4 对，占总数的 3.1%。国内企业与国内企业之间的合作较多有 47 对，而国际企










































































With the arrival of the flat world, more and more enterprises tend to enter 
different types of brand alliances with varying motives. Some scholars used real or 
hypothetical brand in hypothetical alliances with experimental method, however, little 
work has been done on the exsiting cross- industry brand alliances and the attitudes 
about stockholders to the alliance announcements. 
In this paper, we analyzed 130 cross-industry brand alliances formed (286 
enterprises). Using the content analysis methodology, we foud that the motive of 
68.2% enterprises entering cross-sectoral brand alliances was promoting sales or 
reducing costs; the most popular form of alliances is joint promotions, up to 54.6%, 
followed by products,channels; marketing alliances accouted for more than 92.3%, 
while the technological alliances are only 10 cases; distribution in the product 
categories is very uneven, for example, there were more brands in cars and food 
industry than raw materials; 68.5% in 130 pairs were complementary; there were 162 
companys belong to Global 500 or Top 500 Chinese Enterprises; dual-brand alliances 
accounted for 91.5%, which was than three or multibrand alliances; domestic 
enterprises preferred to chosing domestic enterprises as partner rather than the foreign, 
and vice versa. Through the relevant test, findings indicated that the motives of 
enterprises in different industries entering alliances are varying; the factors of country 
and complementary about categories would influence the form of brand alliances. 
Using the event study methodology, findings indicated that the annoucements of 
cross-sectoral brand alliances did not bring about abnormal returns in the stock market, 
which meaned that stockholders were indifferent to the news about alliances. 
Becauses of limations about samples, there was only one sample as technological 
alliances, which abnormal returns were positively correlated with the annoucement, 
while marketing alliances did not. The abnormal returns were not correlated with the 
place of listing, the form of alliances, the complementary, the motive and the country 
of origin. The Non Global 500 or Top 500 Chinese Enterprises enjoyed greater 
abnornal returns than the Global 500 and Top 500 Chinese Enterprises on the event 
day. 
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界营销的国内期刊文章，通过 ABI、JSTOR 等获得关于 brand alliance, 
co-branding 等为关键词的外文文献。通过这些文献获知当前学术界对跨行业品
牌联合课题的研究情况以及存在的空白。 






























牌联合与跨行业品牌联合统称为品牌联合，品牌联合的英文主要有 brand alliance, 
co-branding,co-marketing, cross-promotion, joint banding, joint promotion, symbiotic 
















（Park et al. 
1996），即将不同企业的的名称一起用于同一个产品（Kotler et al. 1999）［11］。它
在维持两个或更多原有品牌特性的条件下，将这些品牌结合而创造一个新的产品


























图 1.1 狭义品牌联合 
与狭义的品牌联合不同，广义的联合品牌则是指在诸如广告、产品、分销、









alliance)分为捆绑式产品 (bundled products)、复合品牌延伸 (composite brand 
extensions)、组成共同产品(component products)、联合促销(joint sales promotion)、
整体性产品组合(integrated product)。［16］Helmig et al.（2008）则是将品牌联合(brand 
alliance)分为了狭义的品牌联合(co-branding)、广告联合（advertising alliances）联
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